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At present, although some decline in the overall bus market demand due to 
economic crisis, overall bus market demand remains strong. However，as one of 
first-line brand passenger cars providers, D CO.,LTD had serious decline in sales 
volume. It is inevitable for CO.,LTD to comprehensively analyze its marketing strategies 
in order to reverse this situation and of the enterprise's sales performance, and to 
reproduce better sales performance. 
It is related to the enterprise sales performance that the marketing strategy is 
right or wrong. And even it will affect the direction of business operations and 
corporate goals. The purpose and significance of this paper is through the analysis of 
D CO.,LTD 's marketing environment, its competition status in the industry and its 
marketing strategy, and through the analysis of D CO.,LTD 's marketing strategy by 
the market theory learned to find out CO.,LTD 's deficiencies in marketing strategy 
and to ultimately bring forward a few individual recommendations in marketing 
strategy for D CO.,LTD. 
This research make conclusions below: 1. The demand of bus industry is driven 
by the impact of severe macroeconomic policy. 2. The bus industry has the 
characters of a high degree of market concentration, As product difference gradually 
forming，the product homogeneity is objective existence. Suppliers and customers 
own strong bargaining power, alternatives have been gradually affecting the bus 
industry. 3. D CO.,LTD. compared with major competitors, D CO.,LTD has more 
obvious advantage in small passenger car market, medium and large buses travel 
passenger car marketing market performs well, the passenger buses, groups buses, 
public transport market performance in general. 4. D CO.,LTD need to make a sound 
in market positioning, client demand analysis, communication with customers, 
product pricing and providing convenience to consumers. 
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第一章  绪  论 
 1
第一章  绪 论 
本章将着重介绍本文的研究背景、意义和研究的内容。 







D 公司成立于 20 世纪 90 年代初，在短短的十几年时间，D公司迅速发展，
2007 年 D 公司的市场销售量达到了公司成立以来的 高，并在中国客车行业的









本文运用 PEST 方法、五力模型、SWOT 模型、4C’s 营销理论，分别分析了






















场进行细分，分析 D 公司的目标市场的选择和目标市场的覆盖策略，分析 D 公
司的市场定位和不足并给出建议。 
第四部分：D公司的营销策略分析。运用 4C’s 市场营销理论分析 D公司的
营销策略，得出 D公司的市场营销策略的不足之处。 
第五部分：关于 D公司市场营销策略几点建议。这一部分在运用 4C’s 市场






















第二章  D 公司的竞争状况分析 
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第一节  客车行业的市场背景分析 








































决定自 2009 年 1 月 1 日起实施成品油税费改革，《关于实施成品油价格和税费
改革的通知》明确标明将取消公路养路费等六项收费，将价内征收的汽油消费






























Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
